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Many  actions  are  being  taken  to  develop  new  markets 
for  U.  S.  farm  products  abroad.  Among  these  are  proj- 
ects carried  out  cooperatively  with  U.  S.  agricultural 
and  trade  groups,  using  foreign  currencies  accruing  from 
export  sales  of  surplus  farm  products.  This  report  pre- 
sents typical  examples  of  such  activity. 


"to  help  develop  new  markets  for 
U.  S.  agricultural  commodities  on  a 
mutually  benefiting  basis   .   .   ." 

Section  104  (a)  of 

Public  Law  480 


PRINCIPAL   COUNTRIES  IN  WHICH   SPECIAL   PROMOTIONAL   PROJECTS 


ARE   BEING   CARRIED  OUT 
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COTTON 

DAIRY  PRODUCTS 

POULTRY 

FRUIT 

GRAIN:        Wheat 
Rice 
Beans 
Feeds 
Seeds 

INEDIBLE  FATS 

LARD 

LIVESTOCK 

SOYBEANS 

TOBACCO 


The  listing  above  indicates  principal  countri 
promote  the  foreign  marketing  of  agricultural  com 

U.  S.  agricultural  and  private  trade  groups 
in  cooperative  promotional  projects.      These  are  i 

The  Department  provides  guidance  and  fore 
finance  many  of  the  activities.      The  cooperating 
projects  directly  or  through  foreign  trade  groups, 
services. 

A  list  of  cooperating  U.  S.  groups  appears  on 

Foreign  markets  are  an  essential  outlet  for  U. 
1956-57  crop  year  were  equivalent  to  the  produc 
The  promotional  work  described  in  the  pages  tha 
panding  such  markets  and  developing  new  marke 


es  where  new,  aggressive  efforts  are  being  made  to 
modities. 

have  joined  with  the  Department  of  Agriculture 
llustrated  in  the  following  pages, 
ign  currencies  accruing  under  Public  Law  480  to 
U.  S.  groups  contribute  dollars  and  carr)  out  the 
The  latter  contribute  financially  and  provide  local 

the  back  cover, 

S.  farm  production.  Agricultural  exports  of  the 
tion  of  one  acre  out  of  every  five  of  U  S  cropland. 
t  follow  is  aimed  .u  retaining,  maintaining,  01  ex- 

ts. 


Under  agreements  between  the  Department  of  Agriculture  and  a 
trade  group  representing  most  U.  S.  cotton  interests,  promotional 
activities  in  nine  countries  are  helping  to  increase  consumer  use  of 
cotton. 

Local  organizations  in  these  countries  work  actively  with  the 
trade  group  and  pay  half  of  the  costs.  Emphasis  has  been  placed 
on  fashion  appeal,  durability,  launderability,  freshness,  color  fast- 
ness, and  other  characteristics  of  cotton  fabrics,  as  well  as  their 
versatility  associated  with  weaves  and  finishes. 

Methods  used  have  included  advertising  campaigns,  publicity, 
merchandising  training,  Maid  of  Cotton  appearances,  and  fashion 
shows. 

Concurrently,  American  technologists  are  working  with  foreign 
spinners  to  show  them  how  to  adapt  equipment  and  methods  to 
take  advantage  of  the  desirable  spinning  quality  of  U.  S.  cotton. 


Miss  Helen  London  of  Huntingdon,  Tennessee,  the  1957  Maid  of  Cotton, 
glamorizes  cotton  in  Switzerland. 


Representatives  of  U.  S.  cotton  trade,  with  European  textile  personnel, 
plan  an  international  showing  of  dresses. 
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U.  S.  cotton  mill  technician  dis- 
cusses American  fibers  with  Pak- 
istan mill  engineers. 


Japanese    shoppers    crowd    to    view    a 
fashion  show  in  Tokyo  department  store. 


Europeans  are  made  cotton 
conscious  through  eye-catching 
posters. 


Spanish  model  displays  a  cos- 
tume emphasizing  versatile 
weaving  possibilities  of  cotton. 
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Dairy  products  and  dairy  cattle  have  been  featured  in  international  trade  fairs  and  in 
market  development  projects  carried  out  by  three  dairy  trade  groups  cooperating  with  the 
Department  of  Agriculture. 

In  Thailand,  nutritional  education  and  the  distribution  of  samples  of  recombined  milk 
products  among  school  children  and  government  workers  have  helped  to  develop  a  market  for 
U.  S.  dry  milk  powder  and  anhydrous  butter  fat. 

Sanitation  education  and  nutrition  training  in  Colombia  are  encouraging  consumer 
acceptance  of  dairy  products. 

U.  S.  herd  associations  and  the  Department  are  acquainting  Latin  American  buyers  with 
the  merits  of  U.  S.  breeding  cattle. 


A  promotional  project  in  Thailand  helps  develop 
a  taste  for  dairy  products  among  these  future 
customers. 


The  American  Dairy  Princess  builds  goodwill  for 
"nature's  most  perfect  foods"  at  trade  fair, 
Osaka,  Japan. 


U.  S.  dairy  products  were  popu- 
lar at  this  trade  fair,  in  Salonika, 
Greece. 


U.  S.  trade  representative  ex- 
plains milk  recombining  to  Span- 
ish businessmen. 


Colombian  students  learn  better 
sanitation  means  more  milk  con- 
sumption. 


Market  surveys  in  Europe  and  South  America  by  U.  S.  trade  associations  point  to 
opportunities  for  increasing  foreign  consumption  of  U.  S.  table  eggs,  hatching  eggs,  chicks, 
and  frozen  eviscerated  poultry. 

In  West  Germany,  promotional  effort  is  acquainting  importers,  shopkeepers,  and  house- 
wives with  the  advantages  of  U.  S.  ready-to-cook  poultry. 

Through  sampling,  visitors  to  international  trade  fairs  have  become  acquainted  with 
fresh  roasted  U.  S.  chicken  and  turkey.      U.  S.  hatching  eggs  have  been  featured  in  displays. 


International  food  fairs  are  pro- 
viding an  effective  showcase  for 
displaying  the  wide  variety  of 
U.  S.  poultry  products  that  are 
available  for  export. 

Right,  German  importers  and 
government  officials  examine 
samples  at  Cologne. 

Lower  right,  an  appreciative 
audience  in  Barcelona,  Spain, 
learns  that  an  American  turkey 
will  provide  many  delicious 
servings. 

Below,  trade  fair  visitors 
everywhere  marvel  at  size  and 
plumpness  of  U.  S.  dressed 
poultry. 
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Market  development  surveys  and  promotion  of  soybeans  and  products  have  been  under- 
taken by  two  U.  S.  trade  associations.  In  Japan,  increased  consumption  of  both  soybean 
food  products  and  oil  is  the  goal  of  advertising,  trade  fair  exhibits,  and  research.  Much  has 
been  done  to  improve  the  quality  and  acceptability  of  U.  S.  soybeans  arriving  in  Japan. 

Projects  in  Italy  and  Spain  promote  U.  S.  soybean  oil  and  meal. 

Soybeans  have  rapidly  become  an  important  U.  S.  crop  and  export  commodity.  They 
provide  an  unusually  valuable  source  of  protein  for  man  and  animal.  Foreign  market 
development  is  contributing  to  U.  S.  ability  to  market  its  expanding  soybean  production  in 
oil-  and  protein-deficient  countries  abroad. 


Spanish   crowd   admires   U.   S.   soybean  oil 
display  at  trade  fair  in  Barcelona. 


A  display  of  U.  S.  mixed  feeds  drew  the 
interest  of  Italian  poultrymen  at  fairs  in 
Verona  and  Palermo. 
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Secretary  of  Agriculture  Benson  meets  with  Japanese  soybean  industry  officials,  in  U.  S.  to  study 
soybean  production  and  marketing. 


Japanese  trade  fair  visitors   become  acquainted   with   the   diverse  food   products   produced   fror 
American  soybeans. 
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Market  surveys  and  promotional  advertising  have  been  undertaken  in  Europe,  especially 
in  West  Germany,  by  four  U.  S.  fruit  trade  groups  in  cooperation  with  the  Department  of 
Agriculture.  Newspaper  advertising  tied  in  with  consumer  buying  research  has  promoted 
California  prunes  in  West  Germany.  Raisins  are  being  advertised  similarly.  A  survey  in 
Europe  shows  considerable  opportunity  for  sales  of  cling  peaches. 

As  economic  conditions  improve,  opportunities  arise  to  sell  American  fruit  abroad.  To 
help  U.  S.  exporters  seize  such  opportunities,  the  Department  and  the  fruit  trade  are  distrib- 
uting the  attractive  48-page  booklet  shown  on  opposite  page.  This  brochure,  printed  in  full 
color  and  distributed  in  fruit  importing  countries,  describes  and  illustrates  available  fresh, 
dried,  and  canned  fruits,  as  well  as  tree  nuts. 


schmecken  immer 
und  zu  allem 

Fruchteaus  (kmQonnigmLand  Kaltfornieri 


Trade   representative   promotes   U.   S.   fruits  at 
Cologne  fair. 


German  housewives  are  reminded  that  California 
prunes  "taste  good." 


European  stores— this  one  in  Belgium— are  encouraged  to  fea- 
ture U.  S.  food  products. 


for  tlic  world 


Foreign  fruit  importers  are  being  supplied  with  copies  of  this 
colorful  catalog,  showing  U.  S.  export  fruits. 


UNITED   STATES   DEPARTMENT   OF  AGRICULTURE 
Foralf  it  Agricultural 


The  Department  of  Agriculture  and  ten  U.  S.  trade  associations  are  developing  export 
markets  for  wheat,  wheat  flour,  rice,  and  edible  dry  beans. 

In  Japan,  nationwide  campaigns  are  teaching  housewives,  school  children,  nutritionists, 
and  bakers  about  wheat  products.  Per  capita  wheat  consumption  in  Japan  is  rising.  Such 
activities  are  being  extended  to  Southeast  Asia  and  India.  Visits  to  U.  S.  mid-continent  wheat 
areas  by  Italian  and  Greek  millers  and  buying  officials  are  bringing  a  better  understanding 
of  the  uses  of  Hard  Red  Winter  wheat. 

In  Colombia,  local  bakery  and  paste  industries  groups  are  cooperating  with  U.  S.  flour 
trade  groups  in  promoting  greater  use  of  wheat  flour. 

Representatives  of  the  U.  S.  rice  and  dry  edible  beans  trades  are  establishing  trade  con- 
tacts and  surveying  markets  in  Latin  America. 


Germans  at  a  Cologne  food  fair  learn  that  wheat  flour  makes  delicious  doughnuts. 
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U.  S.  trade  groups  are  actively 
distributing  promotional  leaflets 
to   potential   foreign   customers. 
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Through  mobile  demonstrations,  Japanese 
housewives  learn  how  to  prepare  nutritious 
wheat  foods. 


A  show  window  display  of  U.  S.  rice  samples 
caught  the  eye  of  interested  Malayans. 
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Markets  for  U.  S.  breeding  cattle  and  meat  industry  byproducts  are  being  developed  in 
foreign  lands  by  U.  S.  trade  groups  cooperating  with  the  Department  of  Agriculture. 

Visits  to  Japan  by  U.  S.  tallow  representatives  removed  difficult  trading  problems  and 
increased  exports.  A  follow-up  advertising  campaign  is  helping  to  sell  more  soap  products 
made  from  American  tallow. 

Several  substantial  sales  of  U.  S.  breeding  cattle  to  Latin  American  buyers  have  resulted 
from  introduction  of  U.  S.  animals  to  the  region. 

Declining  domestic  demand  for  meat  byproducts  means  that  foreign  markets  are  becom- 
ing increasingly  important. 


Japanese  importers,  large  buyers  of 
tallow  from  the  United  States  are  encour- 
aged to  adopt  scientific  sampling  methods. 


This  U.  S.  Brahman  bull  exhibited  at  Peru 
livestock  show  caught  the  attention  of  local 
buyers. 


These  little  pigs,  artistically  sculptured 
from  U.  S.  lard,  attracted  crowds  at 
a  British  food  fair. 
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A  German  food  handler  learns  about 
the  large  variety  of  American  canned 
meat  products  at  an  exhibit  in  Cologne. 


U.  S.  breeding  cattle  are  flown  to  Latin 
America  for  exhibit  and  sale,  opening 
new  market  opportunities. 


Three  U.  S.  tobacco  trade  groups  are  cooperating  with  the  Department  of  Agriculture 
to  promote  sales  of  tobacco  to  Asia  and  Europe.  Key  officials  of  the  tobacco  trade  from 
Finland,  Austria,  France,  Thailand,  Japan,  and  Korea  have  been  brought  to  the  United 
States  to  study  U.  S.  processing  and  marketing  methods.  Market  analysis  studies  have  been 
undertaken  in  Spain,  Italy,  and  Pakistan.  Promotional  advertising  in  Japan  has  increased 
consumption  of  tobacco  products  containing  U.  S.  leaf. 

The  several  types  of  market  development  projects  undertaken  for  tobacco  are  helping  to 
acquaint  foreign  buyers  with  the  merits  of  American  leaf. 


Attractive  Japanese  posters  help  sell  cigarettes 
containing  U.  S.  tobaccos. 


Pretty  girls  and  a  cigarette  packing  machine  draw 
attention  to  American  tobaccos  at  a  trade  fair  in 
Thailand.  Trade  fairs  in  other  countries  feature 
similar  exhibits. 


Keen   interest  of  Japanese  public  in  cigarette  quiz  contest  promoting  U.   S.   leaf  was  indicated 
by  these  several  million  replies. 


Consumer-preference  and  related  market  research 
has  been  carried  out  in  Italy,  Spain,  Burma, 
Pakistan. 


Tobacco  industry  officials  from  Korea  learn  about 
U.  S.  leaf  at  production  and  marketing  centers 


GETTING  THE  JOB  DONE  .  .  . 

Typical  Foreign  Market  Development  Activities 

Exhibits 
Market  surveys 

Promotional  contes*' 
Merchandising  clinics 
Advertising  campaigns 
International  trade  fairs 
Nutrition  and  sanitation  education 

Samples  for  display  and  for  testing 

Public  appearances  of  commodity  "maids"  and  "queens" 

Visits  by  foreign  importers  to  U.  S.  processing  and  marketing  centers 
Translation,  distribution  of  promotional  leaflets 
Motion  pictures,  film  clips,  and  slides 
Studies  of  consumer  demand 

School  lunch  assistance 
Cooking  demonstrations 

Training  of  bakers 


The  activities  pictured  in  the  preceding  pages  repre- 
sent but  a  part  of  a  broad  effort  to  expand  overseas 
markets  for  U.  S.  farm  products. 

Agricultural  attaches  in  over  50  strategic  foreign  posts 
provide  a  2-way  flow  of  information.  Up-to-date  agri- 
cultural market  and  economic  data  are  channeled  to 
U.  S.  exporters  and  farm  groups.  Timely  information 
on  the  availability  of  U.  S.  commodities  is  disseminated 
to  potential  foreign  buyers. 

Marketing  specialists  survey  and  analyze  export  sales 
potentials  of  American  farm  products,  and  supply  their 
findings  to  the  U.  S.  trade. 

Through  the  Trade  Agreement  Program,  the  Depart- 
ment of  Agriculture  continuously  works  to  obtain  better 
access  to  foreign  markets  for  U.  S.  farm  products. 

Export  programs  have  aided  in  moving  large  amounts 
of  surpluses  and  have  served  to  introduce  American 
products  to  people  around  the  world.  These  include 
cash  sales  for  dollars,  sales  for  credit,  sales  for  foreign 
currencies,  foreign  aid  financing,  barter,  and  foreign 
relief  grants. 

These  many  efforts  represent  a  broadly  supported 
determination  to  regain,  maintain,  and  build  markets  in 
the  face  of  rising  tides  of  self-sufficiency  across  the  world. 


U.   S.  TRADE   AND  AGRICULTURAL  GROUPS  COOPERATING 
IN  FOREIGN  MARKET   DEVELOPMENT  PROJECTS 


American  Brahman  Breeders'  Association 

American  Corriedale  Association 

American  Meat  Institute 

American  Soybean  Association 

Burley  and  Dark  Leaf  Export  Association 

California  Prune  Advisory  Board 

California  Raisin  Advisory  Board 

Cling  Peach  Advisory  Board 

Cotton  Council  International 

Dairy  Society  International 

Florida  Citrus  Commission 

Institute  of  American  Poultry  Industries 

Kansas  Wheat  Growers  Association 

Leaf  Tobacco  Exporters'  Association 

Maine  Potato  Council 

Michigan  State  University 

Millers'  National  Federation 

National  Hide  Association 

National  Independent  Meat  Packers  Association 

National  Renderers  Association 

Nebraska  Wheat  Growers'  Association 

North  Carolina  State  College 

Oregon  Wheat  Growers'  League 

Pan  American  Zebu  Association 

Purebred  Dairy  Cattle  Association  and  individual  dairy  breed  associations 

Santa  Gertrudis  Breeders'  International 

Soybean  Council  of  America 

Sunkist  Growers 

Tobacco  Associates 

United  Duroc  Record  Association 

University  of  Kentucky 

University  of  Tennessee 

University  of  Wyoming 

U.  S.  Rice  Export  Development  Association 

Washington  Wheat  Growers  Association 

Western  Bean  Dealers  Association 

Western  States  Meat  Packers  Association 


